The Muslim-American marketplace is a cultural challenge for US businesses offering numerous generational interpretations of each nationality, traditions, and historical values.
Islam has many faces and different ethnic identities, yet little is know about Muslim-Americans. Islam is a faith that celebrates peace and honors diversity, and values knowledge and understanding as a fundamental principle of both spiritual and secular lives. American Muslims represent a rich mosaic of ethnic, racial, linguistic, tribal and national identities that stretch from the Middle East to South Asia to Africa and beyond. (Afridi) One of the most common misconceptions or stereotypes Westerners have about Muslims is that most of them are Arabic…Muslims are, by and large, people of color." (Shama) The Truth of Islam is meant for all people regardless of race, nationality or linguistic background. Taking a look at the Muslim world, is enough to prove that Islam is a Universal message for all of mankind --not to mention the fact that significant numbers of Americans of all races and ethnic backgrounds are coming into Islam. Native-born American Muslims are more openly accepting of immigrant Muslims and their culture than the latter are of them. For Islam to make sense in America, systemic predictability needs to evolve. We need a type of unity that will place the whole of the community on one spectrum. Currently, Muslim communities are demarcated primarily on the basis of race, ethnicity, and nationality all of which are ludicrous notions especially given the current attack that Islam is under. The irony of Islam in America is that except for a few instances, we are thoroughly integrated secularly and civilly, but grossly separated and dysfunctional religiously. (Ahmad) Islam spans many different ethnicities and brings together numerous cultures to similar places. The common factor that bonds this group is their faith. It is not uncommon to observe a multiethnic population in prayer under one roof. Muslim-Americans are also working among us everyday. Professional sports figures, store owners/managers and salespersons, teachers, news media (of which there are few), lawyers, doctors, taxi drivers, and even politicians are all part of our daily lives -working in a Western world.
Farheen Hakeem, a 29-year-old Chicago native, is the 5th Congressional District Green Party endorsee for mayor of Minneapolis in 2005. She is formerly a math teacher turned Girl Scout membership coordinator for Muslim girls, an antiwar activist, stand-up comedian, and free-lance writer. Hakeem wears a hijab, the traditional Muslim headscarf, which she believes gives the impression to people who see it that she is submissive, soft-spoken and not proficient with the English language -none of which are true. Her spirit for diversity can be shared by her words, "I want our world, and our democracy, to be thriving and surviving. When I see representation of all people in Congress and the city level, then I know I can go back and teach math again." (Russell) Estimates under column 2 have been rounded to the nearest even number.
PROMOTING TO THE MUSLIM-AMERICAN MARKETPLACE
Marketing to various international cultures (political, religious, and social) requires an understanding for the unique lifestyles and values of all Muslim-Americans. Integrating those values into American products and/or services to find commonality, while upholding the respect for national diversity, requires a delicate balance that will have a powerful impact on consumerism. "To win the hearts and minds of American Muslims, considerable economic and cultural contributions need to be incorporated into the mix. Marketers must develop an understanding for the Islamic heritage, traditions, and world -a long courtship to which Americans are unaccustomed. Whatever their faith, consumers all over the world have demonstrated similar desires and needs. American Muslims are looking for morally acceptable activities all with a common adherence to Islamic values -the safety net that keeps the family together." (Noormohamed)
One organization that appreciates the process of building a direct relationship with various international cultures of life is the National Islamic Committee on Scouting. Muslim scouts pursue special emblems by studying Islamic history and theology and performing faith-related community service, in addition to the merit badges that all scouts can earn in such areas as cooking and plumbing. There are now all-Muslim scout packs and troops in at least 22 states, involving more than 2,000 scouts and leaders, awarding approximately 75 to 80 emblems per year -in contrast to the 2 to 3 emblems awarded per year 15 years ago. In an effort to reach the appropriate target audience, print media such as newspapers, direct mail, and magazines are distributed to the top ten cities listed in Table II as a cost-effective promotional tool. Technology now brings Al-Jazeera TV from Qatar to about 150,000 households with satellites in the United States, as well as CNN and MSNBC, directly into living rooms. (Ghannam) Bridges TV, a new network (created by Muzzammil Hassan, who came to the United States from Pakistan in 1979), serves to build bridges between the diverse American-Muslim community and other Americans, debuted in December 2004 in a deal with Comcast. This first English-language network for Muslims focuses on lifestyles and entertainment in America and carries a broad range of programs including animated Koran stories, biographies, cartoons, current-event programs, daily news, educational shows, fashion, movies, sports, talk shows, and comedy. The viewing audience is an affluent (average household income $54,000 US) and well-educated group that should be attractive to advertisers. (Parsons) The Muslim community adds considerable strength to the economic environment. Several experts said the per-capita income for Muslims is between $38,000 and $43,000 a year, compared with a U.S. per-capita income of $22,200, according to the U.S. Census Bureau. HSBC financial services says that 32 percent of American Muslim households make more than $75,000 per year, yet fewer than one in 10 U.S. Muslims use Islamic-based services. Murabaha mortgages (enables buyer to pay a higher price for a property instead of paying interest) is one of the popular Islamic financial services recently launched by the bank with only 4 percent of Muslims taking advantage of shari'ah-compliant mortgages (Shariah law prohibits transactions which involve interest. It is considered unacceptable for money to increase in amount simply by it being lent to another individual. This rule prevents those abiding by Shariah law from using conventional financial products, which allow for payment and receipt of interest. Shariah compliant finance is therefore important for those individuals that wish to adhere to Shariah law). More than three-quarters of the Islamic customers have refused Shariah mortgages and instead are invested in interest-based banking.
FACING CULTURAL DIVERSITY
Many Muslim-American are still trying to bridge the breach caused by the murder of thousands and the inhumane, unjustifiable devastation of September 11, 2001. As Muslims, families are learning to straddle race and religion; (Avery) One would think these factors command a great deal of respect in American society, but unfortunately the reverse is true due to post 9/11 biases. In a statement from Muhammad Ali, "America's view of Muslims and of Islam seems to have gone from one of indifference or perhaps misunderstanding to one of hate and distrust." American Muslims do not want to be tolerated, they want to be respected. (Soliman) A national Muslim organization in Tampa, Florida offered a 30-second public service announcement to TV stations, an effort to denounce terrorism and decrease racism among the masses after the July 7, 2005 attacks in London. Central Florida's Council on American-Islamic Relations, distributed the video to local stations at the Islamic Society of Tampa Bay Area's mosque. In the video, American Muslims -a man and two women -talk about terrorists, each speaking a few words: "We reject anyone -of any faith -who commits such brutal acts and will not allow our faith to be hijacked by criminals. Islam is not about hatred and violence. It's about peace and justice." (Echegaray) The Islamic Society of North America (ISNA -an association of Muslim organizations and individuals in the United States and Canada that provides a common platform for presenting Islam, supporting Muslim communities, and developing educational, social and outreach programs) was among the 145 U.S. Muslim organizations and scholars who issued a fatwa (religious edict or ruling), condemning terrorism and extremism following deadly terrorist attacks this summer in London and Egypt, and insurgent assaults on civilians and coalition troops in Iraq. "The fatwa says that there is no justification in Islam for terrorism." ISNA also unveiled a brochure outlining the Islamic position against terrorism and religious extremism stating that terrorism "is the epitome of injustice because it targets innocent people."
More than 40,000 Muslims attending this year's annual ISNA convention said a special Islamic prayer, Salat el Gha'eb, (prayer for the absent) for Hurricane Katrina's victims following the weekly Friday prayer on September 2, 2005. ISNA announced that it had started a special fund to help the victims of hurricane Katrina by donating $20,000 from its own resources and collecting over $2 million of the $10 million pledged by Muslim Hurricane Relief Task Force (a coordinated aid efforts for the victims of Hurricane Katrina) from mosques and congregations throughout the country, with additional contributions expected. (El-Bishlawy) "It is a national and Islamic obligation to assist one's neighbors when they are in need," said ISNA Secretary General Sayyid Syeed. "The American Muslim community pledges to do its part in helping those Americans, of all faiths, who suffered such great losses in lives and property." This overwhelming message of support by the Muslim-American community shows the deep level of compassion instilled in them from birth for citizens of all nationalities and faiths in time of need.
CONCLUSION
Muslims must do more to explain Islam to Americans, primary research to stop the constant perceived discrimination is being proposed by the researcher. By the same token, marketers need to become more educated about world cultures and accept this distinct niche as a significant and valuable retail commodity. For most Muslim groups, Islam is more than a religion, and the followers are often reluctant to change. "Muslims have to decide how they are going to bring these changes about, and it isn't easy. I think all Americans …need to have a far greater understanding of the multiple complex forces of evolution that are taking place within the Islamic world". (Fuller) The Muslim-American marketplace continues to be a cultural challenge to businesses in the United States. This ethnically diverse community offers numerous interpretations of how one should live life in a modern Western world. Complicating the understanding of each nationality are the traditions and historical values that have withstood many generations of Muslims. In order to develop an increased understanding of the impact that this target market will have throughout the United States, public and/or private educational seminars and additional media coverage must be employed.
Fostering a better understanding of Islam is not simply a challenge for Muslims, but a challenge for all20.
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